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As China has become the world's largest luxury goods consumer market, the 
counterfeit luxury goods market of China comes top through the world as well. Large 
amount of counterfeit consumption could do damage to the original luxury brand 
image, or even worse to the sales volume. Foreign scholars have been dedicated to 
research on the motivations and factors underlying consumers’ intention to purchase 
non-deceptive counterfeiting in order to implement its targeted prevention and control 
publicity. In the meanwhile, Chinese scholars have rarely focused on the luxury 
counterfeiting consumer behavior despite of the flooded situation. 
Based on the previous research in the field, this paper includes perceived risk and 
face consciousness, an unstudied cultural variable in counterfeiting, into the research, 
and builds up a conceptual model of perceived risk, face consciousness and purchase 
intention to non-deceptive counterfeit luxury goods. Through empirical research of 
613 responses of counterfeit luxury buyers or potential buyers, this paper aims to 
measure their overall perceived risk including all four dimensions by instrument and 
test the relationship between perceived risk and purchase intention. The author also 
tests face consciousness’s moderating effect between perceived risk and purchase 
intention afterwards to modify the hypothesis and model. 
The result indicates that a significant difference exists in consumer’s degree of 
perceived risk due to the different degree of face consciousness. The result has shown 
that perceived risk has negatively influenced the consumer’s purchase intention. 
What’s more, the negative influences between the two variables are decreasing: 
financial risk, social-psychological risk and post-purchase disadvantage risk. Besides, 
demographic variables have generated several differences on perceived risk, face 
consciousness and purchase intention. This paper has renewed the six dimension 
model of perceived risk, and testified the new model of three variables, so as to share 
some useful advices on prevention and control of counterfeiting luxury goods. 
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1 绪 论 
 1
1 绪 论 
1.1 研究背景 
在 2012 年，中国消费者取代美国消费者成为全球 大的个人奢侈品买家市
场。财富品质研究院发布《中国奢侈品报告》称，2013 年中国人奢侈品消费总








































获并查处了约 1 亿 7400 万件各类奢侈品仿冒产品，其中 64%来自中国，箱包占





















































































面入手 Bloch 等，1993； Tom 等，1998；Nia 和 Zaichkowsky，2000)，[11][12][13]
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